Purpose -The study aimed to understand the factors that influence consuming international luxury brands in Qatar with considering 3 factors of the independent variables are affected by emotional decision based to purchase luxury brands (The Need of Uniqueness, Hedonism, and Conspicuousness) and 2 other factors are affected by rational decision based ( Quality and Materialism). For that, the research is a causal study.
Introduction
Even though, the world witnessed an increase in the luxury brands consumption, the researches in this domain still limited, especially in the middle east as most of the studies tended toward European countries and United estates (Chipp et al., 2011) . Additionally, the researches concerned and aimed to study the luxury related matter in Qatar are limited as well (Farrag, 2017) . As the consumption of luxury brands is increasing year after year in Qatar. This study concerns to study the emotional and rational motivations that lead consumers in Qatar to be attracted to International luxury brands. During the purchasing decision making, Consumers, generally, are stimulated either by their feelings or by their way of thinking. There are several studies that refer to how the consumers perceive the brand to a cognitive or an emotional base (Keller, 2001; Yoo et al., 2000; Morris et al., 2002) . However, according to this study, the emotional effect includes the need for uniqueness, hedonism, and conspicuousness. While the rational effect has perceived quality and materialism. This research will study the effect of the 5 dimensions on luxury purchase intention. How these factors are connected to consumer intention of buying a Fendi dress, Gucci Sunglasses or Louis Vuitton handbag etc? this is what the study is going to reveal by studying the motivations behind repeating the same experience of purchasing luxury brands. The scholars and the practitioners as well have found that senses have a strong influence on consumer purchasing the brand (Franzak et al., 2014 ) . Also, (Bowden, 2009) studied the customer engagement to determine the relationship between the consumer and the brand and found that marketers should put a high emphasis on the consumer's emotions if they want to build a strong correlation between the consumer and the brand. For that, understanding the nature of consumer needs and know whether it is a need for uniqueness, hedonism or conspicuousness is a significant issue. On the other hand, the research carries the cognitive effects, Fishbein and Middlestadt implied that the consumer attitude refers to a practical belief, which is a kind of cognitive way, and based on those beliefs marketers could recognize the purchase intention of the consumer (Fishbein & Middlestadt, 1995) . As quality and
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Journal of Business Research-Turk 2192 materialism could be the needs that satisfy the consumer practical mindset (Fiore & Kim, 2007) . Nevertheless, there is a gap between the increasing consumption of international luxury brands in Qatar and realizing the hidden incentives that stand behind this phenomena. Therefore, this study is an attempt to reduces the gap between them. Understanding the luxury brands domain still ambiguous and underinvestigation (Berthon et al., 2009) . For that, there is a need of studying this area as the scholars' knowledge about luxury brands still limited which make them unable to popularize the consumption operations (Arnould & Thompson, 2005; Lye et al., 2005) . With the increasing demand for luxury brands and the growing of its market, many scholars are interested in studying the reasons behind this growth. However, moving to middle east specifically to Gulf region as it is considered a good environment to study the motivations of buying luxury brands since it is a very popular phenomenon these days, particularly, in Qatar which is in 2013 was ranked as the fastest growing luxury market in the world (Zaryouni, 2013) . So the aim of this study is to give an up-to-date insight related to luxury brands consuming in Qatar by determining the factors that affect consumer intention to purchase luxury brands and understand the nature of these variables among Qatari luxurious consumers. As the luxury markets are growing rapidly in the Gulf region specifically in Qatar. Luxury brands marketing is growing very fast in Qatar and the competition is very high. Therefore, this study is essential to luxury brands marketers. The marketers of this segment have to understand what affects the consumer perception of buying luxury brands to motivate these factors and provide customer needs.
Research Objectives
The objectives of the study represent the research questions that the study is going to answer by investigating what stimulates consumers in Qatar to purchase luxury brands. The study has 3 main objectives:
• Objective 1: Is the consumer's purchase intention of luxury brands in Qatar affected by the emotional effects (The Need for Uniqueness, Conspicuousness, and Hedonism)? • Objective 2: Is the consumer's purchase intention of luxury brands in Qatar affected by the rational effects (Quality and Materialism)? • Objective 3: What are the motivations that influence consumers purchase intention in Qatar to buy luxury brands? (Deli-Gray et al., 2010) in their research came out with that consumers in the 21 st century build the purchase decision making not just based on cognitive reasons but it could be emitted from the consumer's sensation.
Conceptual Framework
The hedonic products are emulating the feelings and the purpose of purchasing such goods is to have fun or because of fantasy and the pleasure the products bring while the functional products are contacting the logic and the goal of consuming such products is instrumental (Holbrook & Hirschman, 1982) . However, this research studied the effect of 5 dimensions (independent variables) which are the need for uniqueness, hedonism, and conspicuousness (emotional effect) and the other 2 are quality and materialism (rational effect) on the consumer purchase intention of luxury brands (dependent variable).
Purchase Intention (Dependent Variable)
This study emphasized the concern about purchase intention of luxury brands due to its wide application as well to the positive impact that purchases intention has on consumer decision making to buy the goods (Pierre et al., 2005; Schlosser et al., 2006) . Purchase intention is a reflection of consumer satisfaction. The definition of the purchase intention clearly manifests this idea by considering it as a promise the consumer gives to him/herself to buy the same product when shopping again (Tariq et al., 2013) . The motivations for consuming luxury brands is what increases the consumer intention of repeating the same experience (Husic & Cicic, 2009 ). However, considering the purchase intention in the context of luxury brands gives a concept of how much they are connected. The tight connection of purchase intention and why consumers buy luxury brands is supported by many studies (e.g. Yoo & Lee, 2009; Dubois & Paternault, 1995) . According to this study, the purchase intention of buying luxury brands in Qatar is affected and stimulated by 5 dimensions ( The Need for Uniqueness, Hedonism, Conspicuousness, Quality, and Materialism). These motivations represented the factors that affect customers in Qatar and increase consumer intention to buy international İşletme Araştırmaları Dergisi Journal of Business Research-Turk 2193 luxury brands. Nevertheless, this study is going to prove the correctness of this connection by conducting an empirical study.
The Five Dimensions (Independent Variables)

The Need for Uniqueness
Uniqueness is the pursuing of goods that consumers could use to differentiate themselves from others, another purpose of these goods is to impress others (Tian et al., 2001) . Those kinds of customers who have a need for uniqueness their need comes from 3 basic types of uniqueness (knight & Kim, 2007) .
1. Avoidance of similarity 2. Unpopular choice counter-conformity 3. Creative choice counter-conformity
Avoidance of similarity
The consumers belong to avoiding similarity category may discontinue using the good they have, if somebody else owned a similar one. These consumers differentiate themselves by buying products that can't be owned by everyone. For that, they are watching people possessions around them in order to avoid the like acquisition (Tian et al., 2001) .
Unpopular choice counter-conformity
Consumers who belong to unpopular choice counter-conformity are less to concern about social acceptance of their purchasing behavior (Bhadur & Stanforth, 2016) . They tend to force their taste amongst the community which may don't harmonize with their norms and customs. Nevertheless, this kind of consumers risk the society disapproval just to be unique regardless of this uniqueness is positive or negative. Even though the products may not be accepted at the first show, but later on in the future, they may be accepted by the social surroundings (Tian et al., 2001) . Consumers here try to rebel against the normality to reach the up normal of uniqueness. Interestingly, the result of unpopular choice counter-conformity behavior is increasing the consumer self-image (knight & .
Creative choice counter-conformity
Consumers whose consuming behavior is derived from creative choice counter-conformity are seeking uniqueness by differentiating themselves from others through creating a unique and creative personal style. This style is usually represented by the material display and to reach the goal of such behavior, the purchase of materials should be original and distinctive (Tian et al., 2001 ) like luxury brands. However, even the consumers want to distinguish themselves from others, but also they want their new idea to be a good one in their social surroundings (Bhadur & Stanforth, 2016; Tian et al., 2001) . Therefore, the luxury brands that have innovative characteristics like exclusivity and prestige are targeted to this type of consumers (knight & Kim, 2007) . Consuming action which is affected by this type of consumer behavior reflect the idea of Creative choice counter-conformity. In a study, they have argued that the more unique the product is, the more value it has (Tian et al., 2001) . Nevertheless, this study has hypothesized all 3 types of uniqueness in order to understand which one influence the purchase intention of luxury brands.
H1.a: Avoidance of similarity has a positive and significant influence on the purchase intention of luxury brands in Qatar.
H1.b: Unpopular choice has a positive and significant influence on the purchase intention of luxury brands in Qatar.
H1.c: Creative choice has a positive and significant influence on the purchase intention of luxury brands in Qatar.
Hedonism
Hedonism constructs an essential foundation in influencing consumer desire to purchase luxury brands as it was clear in the previous studies (Wiedmann et al., 2007; Vigneron & Johnson, 2004; Shukla, 2012) . Therefore, the influence of hedonism aspects on consumer behavior contributes greatly to the scientific İşletme Araştırmaları Dergisi Journal of Business Research-Turk 2194 researches in marketing review (Kazakeviciute & Banyte, 2012) . Hedonism consumption is the consumption that is stimulated by sentimental effects and connected to the feelings the consumer get from using the products, this definition was established by (Holbrook & Hirschman, 1982) . (Wiedmann et al., 2007) pointed out that luxury products could carry intangible advantages such as sensory pleasure or aesthetic aspects. However, (Martínez-López et al., 2016) return the hedonic motivations to 11 reasons which are exploration and curiosity. According to Silvia (2012), the curiosity of the consumer is stimulated by internal motivation which encourages the consumer to explore and learn more about the products or services. Also trying new emotions and entertainment (Kim et al., 2010) or adventure (Arnold & Reynolds, 2003) . Visual attraction is stimulating consumer by the physical attractiveness of the product (Holbrook, 1994) . Escaping reality also is a reason for hedonism (Babin et al., 1994) . Hang out could also push hedonist to go shopping. (Seo & Green, 2008) . Hedonist also shops for relaxation. Role shopping refers to consumer pleasure which is motivated by purchasing goods for others. Also Intrinsic enjoyment, Self-expression and Stay involved with a product/service trigger hedonist to go shopping. For all these reasons, hedonists intend to consume luxury brands as a reward to satisfy an inner need for pleasure (Vigneron & Johnson, 2004) . For that, the perceived hedonism of luxurious consuming is completely emotional decision-based for the joy lover.
H2: Hedonism has a positive and significant influence on the purchase intention of luxury brands in Qatar.
Conspicuous Consumption Theory
Scholars defined the conspicuous consumption as an ostentatious show of wealthy people in order to display their affluence to keep their prestige or social position or even use this kind of consumption to gain a new social status (Vigneron & Johnson, 1999; Truong et al., 2010) . Nevertheless, Veblen pointed out that people consciously display their richness by the goods they buy. Furthermore, the theory stated that people try to emulate the upper social class in purchasing goods (Truong, McColl & Kitchen 2010) . The theory of conspicuous consumption was established by Veblen in 1899, that's what some studies stated (Visser, 2015) , but that's not the real case. However, according to (Leibenstein 1950 ) even the conspicuousness theory gained its popularity because of Vablen, there were earlier studies about it. John Rae in 1834 wrote about the conspicuous consumption in regarding the fashion and other related subjects (Leibenstein 1950) . And according to the same author, the conspicuous idea existed before this time as it was mentioned in Roman poet Horace. So, thinking about consuming products conspicuously not a recent issue nor a new phenomenon. Nevertheless, the intention of purchasing conspicuous products has a substantial influence in shaping the consumer preferences, especially, if the product is to be exposed in public (Vigneron & Johnson 2004; Wiedmann, Hennigs & Siebels 2009; Shukla 2012; Braun & Wicklund 1989; Hong & Zinkhan 1995) . However, what gives the conspicuous good a value is its job of showing how much the owner is rich (Shukla, 2012) . Using Luxury brands are the perfect tool to explain such a thing without using a single word, as they speak the status.
H3: Conspicuousness has a positive and significant influence on the purchase intention of luxury brands in Qatar.
Quality
The researches in luxury brands had emphasized the importance of quality as it plays a leading role in the perception of luxury (Quelch, 1987) . In marketing, literature quality is referred to instrumental aspects (Fiore & Kim, 2007) which mean it is affected by rational influence. However, the area related to quality is broad. Consequently, its definition varies from specialist to another and from product to another (Abu Hassan & Shaharudin, 2011) . According to (Sebastianelli & Tamimi, 2002) there is no identified definition of quality globally. But in the attempt of defining the construct of quality, researches established alternative definitions based on five tactics:
1. The transcendent approach: the meaning of quality according to this approach is embodied in instinctive excellence. This what's quality meant according to philosophers. 2. The product-based approach: quality here means the manipulating in the ingredients or the attributes of the product resulting in a difference in the product quality (Garvin, 1984; Abbott, 1955) . This is how economists look at quality. 3. The user-based approach: quality could be identified according to which degree the product or service satisfies the consumer (Sebastianelli & Tamimi, 2002) . This is the quality according to marketers. For example, if the product met the consumer's expectation or exceeded them, then the product has a highquality level and vice versa (Abu Hassan & Shaharudin, 2011) . 4. The manufacturing-based approach: the quality here refers to which extend the products meet a creation specification or standards. This how the production and operation department identify the quality. 5. The value-based approach: the quality refers to the product performance with achieving a reasonable price. This approach joins the product based approach in regard to the economist perspective.
However, in general meaning of quality, quality meets the meaning of luxury brands that some consumers believe quality means luxury brands and luxury brands mean quality according to Dubois et al (2001) . That's usually returned to the production process of the luxury brands which is hand-made as this way provide the product with superior quality and performance (Quelch, 1987; Vigneron & Johnson, 2004) . This is another reason why consumer perceived the luxury brand value as a superior quality which makes the connection between the quality and the luxury product very tight. As a result, the consumer perceived the quality value of luxurious goods as extraordinary. According to (Brunso et al., 2005) Quality can be analyzed according to two various perspectives:
1. The perceived quality which is the consumer judgment about product attributes as a whole and its excellence (Zeithaml, 1988 ). 2. The objective quality which is based on the measuring of the quality according to the internal and external aspects of the products (Abu Hassan & Shaharudin, 2011) . According to that the hypothesis supposed that:
H4: Quality has a positive and significant influence on purchase intention of luxury brands in Qatar.
Materialism
The originality of materialism return to a philosophical concept which says nothing exists but matter and its movement. Materialism usually refers to the deduction of interest to objective needs with ignoring the subjective needs (Richins & Dawson, 1992) . It has been considered the materialism as a life curriculum, belief or interest which based completely on materials as well as it could adopt the notion of gaining and spending (Richins & Dawson, 1992) . However, Materialism also represents the relationship that connects the consumer with her/his possessions and to which extent s/he is related to them (Belk, 1995) . Thus, the possessions and gaining them are considered the essence of understanding the meaning of materialism (Du Bois, 1955) . Accordingly, the most important thing for Materialists is how to acquisition more and more possessions. Fore that they give all their energy and resources to purchase materials (Segev et al., 2015) , even if they have to borrow money from others to get what they want. Materialism is influenced by the purpose consumers wish from their possessions and the type of goods that fulfill their needs (Chan et al., 2015) . As the largest part of the luxury brands segmentation in the market goes to materialistic consumers (Chan et al., 2015) , we can figure out the type of products materialists desire, according to (Wiedmann et al., 2009) materialism is one of the most essential factors that impact the consumers attitude toward purchasing luxury brands. However, even the concept of materialism is related to consumer behavior caught the attention of researchers since the late 1950s (Wiedmann et al., 2007) , but they still didn't refer it to a single definition (Richins & Dawson, 1992) , as they comprehend it from different angles (Wiedmann et al., 2007) . Therefore, the study supposed:
H5: Materialism has a positive and significant influence on the purchase intention of luxury brands in Qatar.
The proposed model that was developed based on the previous literature review is shown in figure 1. 
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Methodology
This research is a causal study as it meant to investigate the motivations of luxury brands consuming. According to this study, the purchase intention of buying luxury brands in Qatar is affected and stimulated by 5 dimensions (The Need for Uniqueness, Hedonism, Conspicuousness, Quality, and Materialism). The study is a quantitative method based and its instrument was survey . Since the sample size between 30 and 500 is convenient to many researches, this study adopted 251 responses to conduct the research. The questionnaires were collected via online from individuals who concern about and purchase luxury brands in Qatar. The convenient sampling method which is non-probability was used to collect the data. The questionnaire contained items of Likert scale. This scale is an interval scale which is based on five anchors explains to what extent the respondent agree with the scale item. However, they consist of strongly disagree, disagree, neutral, agree, and strongly agree (Sekaran & Bougie, 2016) . Table 1 .1 represents the scales used in the study. 
. Exploratory Factor Analysis
Exploratory Factor Analysis is a statistical method used to identify the relationship between the variables. EFA in this study is used to classify the observed variables (10 questions) of the need for uniqueness according to the appropriate latent variable (Field, 2005) . The scales should be correlated in order to measure the same construct and uncorrelated items should be deleted. However, the problem in EFA of this study was in Q9 that belongs to the unpopular choice variable. The question appeared in the pattern matrix under 2 factors. So the researcher had to remove it to solve that. After repeating the analysis the same problem appeared with Q8 which belongs as well to the same variable. For that, the researcher had to delete it. After removing 2 questions of the unpopular choice variable, the grouping issue has been solved but another related problem has appeared. In order to be able to conduct the CFA, each factor must have at least 2 items (Klein, 2011) . But as the unpopular choice variable has just 3 items and 2 of them has been deleted, the researcher couldn't use it in CFA and had to remove the whole variable. The final analysis of EFA is explained next. The descriptive data of the sample is represented in table 1.3 by the mean and standard deviation of each item. The KMO result which is .821 indicates that there is a harmony between the variables which means the factor analysis can provide reliable factors. Researchers considered factor loading that is .40 or above have a significance (Hair et al, 1998 
Confirmatory Factor Analysis
The study used CFA to measure validity and reliability. Validity and reliability complete each other. As validity is meant to measure the accuracy of the scales used in the study. Reliability is meant to measure consistency and steadiness (Smith and Albaum, 2005) . In this study, one type of reliability has been conducted which is composite reliability (CR > 0.7) and 2 types of validity. Convergent validity (AVE > 0.5) and discriminant validity(MSV < AVE and AVE > inter-construct correlations) (Hair et al., 2010) .The last version of validity and reliability tests after removing Q14 and Q27 shown in table 5.3. According to this table, CR ( Composite Reliability) values are ranged from 0.784 -0.855 which means all the variables were > 0.7. Therefore, all the variables in this study are reliable. The most reliable factor which achieved the highest CR value is conspicuousness as its value is 0.855 while the least reliable one is luxury brands purchase intention as its value is 0.784. However, AVE (Average Variance Extracted) as well exceeded the required threshold in all values. As AVE of all variables is> 0.5 which are ranged between 0.540 and 0.663. In AVE the most variable achieved the convergent validity is conspicuousness at 0.663 while the least one was a creative choice at 0.540. Moving to discriminant validity, to perform this type of validity MSV should be less than AVE and as it's represented in table 3.5 this condition has been accomplished. The second condition is that AVE must be more than inter-construct correlations. According to the table quality value which is 0.746 > 0.557. Luxury brands purchase intention value is 0.740 > 0.548. Avoidance of similarity value is 0.756 is more than 0.571. Creative choice value is 0.735 > 0.540. Hedonism value is 0.746 > 0.557. Conspicuousness value is 0.814 > 0.663. Materialism value is 0.761 > 0.579. According to these results, the second condition of discriminant validity has been achieved. The outcomes of CFA is shown in table 1.4. 
Findings
The outcome of multiple regression analysis is represented in table 1.5 according to multicollinearity test, the tolerance value should be more than 0.1 and VIF < 3 according to (Gaskin, 2016) . all the independent variables have tolerance values more than .1 and VIF less than 3. also R square has represented .435 which is 43% then the result is good and acceptable. additionally, sig. =.000. As this value is less than 0.05 then it is accepted. While the F-value range from 0 to positive infinity. And as it is shown in table F-Value is 30.613. Tvalue equal to 2.188 and p-value is .030 (p<0.05) which means there is a significant correlation between avoidance of similarity and LBRI. while B value is .115 which means that avoidance of similarity has 11% effect on the purchase intention of luxury brands. Since the t-value = 2.727 and p-value .007 (p<0.05) then there is a significant correlation between the independent and the dependent variable as well it is a positive one. That means the hypothesis is correct and it is accepted. And as B is .132 that means creative choice has a 13% impact on consumer intention of buying luxury brands. The values tell that t-value is 3.657 and p-value is .000 (p< 0.05). As a result, there is a significant correlation between hedonism and the luxury brands purchase intention as well it is a positive one. B value is .239 which mean hedonism influence the intention of consumer's to buy luxury brands by 23%. Also, in Conspicuousness t-value is 3.000 and p-value is .003 (p<0.05). As B value is .174 that means conspicuousness has 17% impact on luxury purchase intention. In quality t-value is 2.263 and p-value is .025 then what is suggested is true and quality affects the intention of purchasing luxury brands positively and significantly. Table 1 .5 also represents B as .149 which means quality has 14 % of affecting the consumer purchase intention of luxury brands. Quality took the third place of variables that have an influence on luxury brands purchase intention. In materialism that t-value is .829, the p-value is .408 ( it is more than 0.05) . These values show a reverse of the hypothesis suggestion since the values haven't met the needed requirement to accept the hypothesis. 
Conclusion and Implication
Striving for a luxurious lifestyle isn't a new aspect. it is an aspect without a beginning and without an ending. Its existing is connected with the human being existing (Brun & Castelli, 2013) . Even though the luxury facets weren't the same all the time, as their aspects evolved over time and differed according to the differentiation in each culture (Barnier et al., 2012) . The idea of luxury was born since ancient time and kept growing till these days. the ancient civilization tied luxury goods with the meaning of wealth and power as it represents the exclusiveness (Brun & Castelli, 2013) . However, regardless of all attempts to define the luxury still there is no agreement upon one definition. And the concept of luxury still mysterious even though researchers identified a slight of it according to Dubois (1991) cited in (Barnier et al., 2012) . However, with the increasing interest in the luxury field year after year, the researchers became conscious of this gap in their studies and they are trying to establish the core of the luxury nature as it's an essential part of continuing the researches in this field (Barnier et al., 2012) . Nevertheless, this study continues what the researchers have established in the luxury brands field. As this work emphasis on 5 factors that motivate the luxury brands consuming in Qatar in terms of rational and emotional effects. The research studied the effect of the need for uniqueness, hedonism, conspicuousness, quality, and materialism on the consumer purchase intention of luxury brands in Qatar. The findings of this research met the objectives of the study. The first objective which asks: Is the consumer's purchase intention of luxury brands in Qatar affected by the emotional effects (The need for uniqueness, conspicuousness, and hedonism)? was met by hypothesis H1.a, H1.b, H1.c, H2, H3. The need for uniqueness was hypothesized by the 3 types of uniqueness. However, 2 of them were tested which are avoidance of similarity hypothesis and Creative choice hypothesis and both of them were supported and showed that they affect the purchase intention of luxury brands positively and significantly. That supports what (Tian et al., 2001) stated, it has been expected that the consumers with a high need for uniqueness tend to engage in product consumption due to a classification purpose rather than experience or joyful. The same work has found that the need for uniqueness could identify how important possessions enhance social differences. However, the unpopular choice hypothesis couldn't be tested due to the analysis issue explained in data analysis chapter. The next dimension of emotional influence which is hedonism as well was supported by the result of the study which showed positivity and significance that hedonism has on the purchase intention of luxury brands consumer. This finding is an extent to (Hagtvedt & Patrick, 2009 ) finding that stated the hedonic features of luxury brands enhance consumer evaluation of the brand. The third dimension of emotional effect which shows conspicuousness as an aspect of consuming luxury brands was supported as the result represented a positive and influential impact on consumer's intention to purchase luxury brands. That means the conspicuous consumption which has been connected with luxury goods by using the goods to show off the owner's wealth as well as a show of his/her status economy (Mason, 1998) , occupy a space of consumer intention to buy luxury brands and can stimulate the consumer desire to have such brands. On the other hand, Objective 2 which inquire if the consumer's purchase intention of luxury brands in Qatar is affected by the rational effects ( quality and materialism)? was met by H4 and H5. The effect of quality on purchase intention of buying luxury brands was supported by the finding of the study. As this result is confirmed with what (Farrag, 2017) said which is that the opinion of the managers of luxury stores, who she had interviewed in Qatar, emphasized that the Qatari consumers used quality as an indicator of their luxury consumption. Nevertheless, even though, some studies stated that Asian countries are more materialistic than European ones (Li and Zhang, 2011) , but this wasn't the case in Qatar as the findings of this study showed that materialism didn't have a significant impact on the consumer intention of buying luxury brands in Qatar. Even though, the result supports (Farrag, 2017) İşletme Araştırmaları Dergisi Journal of Business Research-Turk
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research which conducted research about what affect young consumers in Qatar to purchase luxury brands. (Farrag, 2017) excluded materialism of her study factors based on exploratory research. As she concluded that based on the interviews she conducted with experts materialism doesn't have an effect on consuming luxury brands in Qatar. While the current result of the study counters the finding of another study that concerned to test the relationship of materialism and having the intention of buying luxury brands of fashions among Arab and American. As the findings of the study represented a positive influence of materialism in both samples (Kamal et al., 2013) . However, regardless of the contrary, the findings of this study showed that the first dimension of rational effect which is quality has an impact on consumer's purchase intention of luxury brands while the other dimension which is materialism didn't represent an impact on consumer's purchase intention in Qatar.
Finally, based on the findings of the study, it can be concluded that there are 4 dimensions that influence and motivate consumers in Qatar to have an intention to buy luxury brands which are the need for uniqueness ( Avoidance of similarity and creative choice), hedonism, conspicuousness, and quality. In this way, the study fulfills objective number 3 that says What are the motivations that influence consumers purchase intention in Qatar to buy luxury brands?. Based on the study findings consumers in Qatar are mostly affected by hedonism to have the intention of luxury brands consuming then by conspicuousness then by quality after that comes creative choice and the least one has an effect on purchase intention of luxury brands is avoidance of similarity. In the whole, the five dimensions of consuming luxury brands intention are likely to be correlated. Even though consumers may be affected by all of them to purchase the luxury brands, they would tradeoff the less outstanding factor for the more outstanding ones (Vigneron & Johnson, 2004) .
This work could be beneficial for academic purposes plus to the marketers' strategies. For academicians, they can develop other empirical studies based on the findings of the study. For marketers, understanding the phenomena of consuming luxury brands in Qatar help marketers in analyzing the nature of consumer purchasing intention and how they can affect it. Influencing consumer decision making of purchasing the luxury brands positively by marketers can increase the sales which accordingly increase their profits. Therefore, the significance of understanding what influence consumer purchasing choices and how to affect them returns to those reasons. The success of any firm comes from understanding consumer needs and the ability to fulfill those needs. As a way of understanding consumer behavior, many kinds of research have been conducted and they found that the decrease of products supply, increase the consumer desire and brand demand (Verhallen, 1982; Lynn, 1991) . It's clear that the limited number of products gives the products high value and make it more desirable than those that are available everywhere and all the time. In addition to that, the rarity of the brands symbolizes the prestige of the consumer as mentioned by (Solomon, 1994) . These characteristics meet luxury brands characteristics. Therefore, the findings of this study which indicate how the need for uniqueness, hedonism, conspicuousness, and quality affect the consumer purchase intention positively are important. As marketers can focus on and manipulate these factors to affect the purchase intention of luxury brands.
